Psychology-related concepts such as personality are used in branding in order to target people who have personalities congruent with the personality created for brands. To reach these people, companies use integrated marketing communication. Thus, being a psychology-and communication-related theory, transactional analysis is proposed in this study to evaluate the transactions between consumers and brands in terms of ego states.
Introduction
In marketing studies, human-related concepts are commonly used to characterize brands. So, human-defining theories and scales from psychology are introduced to the marketing area in terms of consumers but also for brands. One such basic study is the research of Aaker 1 with the aim of developing brand personality dimensions by "Big Five" human personality structure (sincerity, excitement, competence, sophistication, and ruggedness). Since a brand's personality has been viewed as a connection with the target consumers 2 , this approach is useful for marketers to define the characteristics of their target and adapt a congruent brand personality to implement an effective marketing communication. Mulyanegara et al. 3 propose that brand managers should implement advertising strategies emphasizing their brand's personality since this type of advertising enables target consumers to see the congruence between their own personality and that of the brand. So, the congruency has been an important research topic in marketing communications. Dolich's 4 empirical study indicates that respondents' favored brands are consistent with their self-concept. Moreover, Kressmann et al. 5 reveal the positive effect of selfimage congruence on brand loyalty, which is direct and indirect, through functional congruity, product involvement, and brand relationship quality.
So, brand managers can attract consumers in line with the created brand's personality traits. Valette-Florence et al. 6 provide empirical support for the positive effect of brand personality Research , 59, [955] [956] [957] [958] [959] [960] [961] [962] [963] [964] Valette-Florence, P., Guizani, H., & Merunka, D. (2011) , "The cImpact of Brand Personality and Sales Promotions on Brand Equity", Journal of Business Research , 64, [24] [25] [26] [27] [28] dimensions on brand equity. In addition, Grohmann 7 developed an approach for gender dimensions of brand personality, which influence affective, attitudinal, and behavioral consumer responses positively when they are congruent with consumers' sex role identity. Murphy et al. 8 use brand personality to differentiate regional tourism destinations and indicated that tourists are able to articulate different destination personalities for each region. Kaplan et al. 9 applied this concept to cities, and they extracted new factors. Kurtuluş 10 applied it to countries and revealed more factors than product brand personality dimensions. Furthermore, Das et al. 11 conceptualized retail brand personality, Tran et al. 12 revealed the relationship between hotel brand quality and hotel brand personality, Aiken et al. 13 investigated the brand personality dimensions associated with professional sports teams as brands, and an increasing number of examples exist in the literature. Adapting brand personality as marketing has broadened its traditional limits of for-profit organizations. Kurtz and Boone 14 identify five major categories of nontraditional marketing: person marketing, place marketing, cause marketing, event marketing, and organization marketing. So, brand personality can be adapted for all of these categories as well.
Even though there are a wide range of studies on brand personality measurements in the marketing literature, there is little research on how brand personalities are formed, which is a gap identified by Maehle and Supphellen 15 . They base their research on the statement of Batra et al. 16 , who suggest that a brand's personality is created over time by the entire marketing mix, including all phases of brand communication, sales promotions, and media advertising. In order to create a competitive advantage, a brand should have a position in the mind of consumers. So, these communication tools are used in a consistent way, which is the basic statement of integrated marketing communication. As stated by Belch and Belch 17 : "Integrated Marketing Communication (IMC) approach seeks to have a company's entire marketing and promotional activities project a consistent, unified image to the marketplace. It calls for a centralized messaging function so that everything a company says and does communicates a common theme and positioning. "
Since IMC requires that all of a brand's communication media deliver a consistent image to targeted audiences 18 , and a brand's personality has been viewed as a connection with them 19 , "transactional analysis" -as a psychology-and communication-related theory-is proposed in this study to evaluate the transactions between consumers and brands in terms of ego states and to provide insights about the results of the transactions.
The research of Lambert 20 supports that congruity among an ad's elements enhances recall and that transactional analysis may provide a framework for the operational definition of congruity. Accordingly, brands adopting IMC may be analyzed for their ego states in brand-consumer transactions. An ego state may be described as a coherent system of feelings and, operationally, as a set of coherent behavior patterns, and a transaction as the unit of social intercourse 21 . So, the transactional analysis approach may be useful in two ways. First, the customers' ego states and the ego states used by brands in their transactions with customers may be revealed; and second, it can provide whether a transaction between brand and customer is complementary or crossed.
Bennett
22 contrasts the transactional analysis versus the behaviorist approach in the consumer marketing field. So, behaviorist exchange theory focuses on the rewards and costs during the interactional processes, and it follows that an increase in the physical and/or emotional rewards provided to the customer, ceteris paribus, will increase his or her liking for the firm. Phenomenological approaches suggest that deeper and more complex ego-related psychodynamics (individual and collective) are at work. So, this study attempts to adapt transactional analysis as a personality and communication approach of psychology into the marketing area. We investigate whether brands and customers may be characterized with an ego-states approach in transactional analysis, and we attempt to provide insights about the consequences of transactions between brands and customers. 17 Belch, G., & Belch, M. (2009) 
Theoretical Framework of Transactional Analysis
In the theory of transactional analysis (TA), ego states are used to conceptualize the structure and the function of personality 23 . In practical terms, it is a system of feelings accompanied by a related set of behavioral patterns, and each individual has a limited repertoire of such ego states, which are psychological realities. This repertoire can be sorted as 24 :
(1) ego states that resemble those of parental figures,
(2) ego states that are autonomously directed toward objective appraisal of reality, and (3) those that represent archaic relics, still-active ego states that were fixated in early childhood. Source: Berne, E. (1964) , ibid, p. 25. 23 Williams, K., & Williams, J. (1980) Transactional analysis adapts the idea that all of these ego states may be found in any one individual, though one of them is likely to dominate at a particular moment in time. Simple transactional analysis is concerned with diagnosing which ego state implemented the transactional stimulus and which one executed the transactional response 29 . Transactions tend to proceed in chains, and each response is, in turn, a stimulus. As long as the transactions are complementary, the communication will proceed smoothly. In a complementary transaction, two people may be engaged in critical gossip (Parent-Parent), solving a problem (Adult-Adult), or playing together (Child-Child or Parent-Child). When a crossed transaction occurs, the communication is broken off 30 . Source: Berne, E. (1964) , ibid, p. 30.
On the other hand, Figure 3 represents two types of crossed transactions. The transaction type 1 in Figure 3 is the most common crossed transaction, causing social difficulties in marriage, love, friendship, or work. In this case, the stimulus is Adult-Adult: e.g., "Maybe we should find out why you've been drinking more lately. " The appropriate Adult-Adult response would be: "Maybe we should. I' d certainly like to know!" But if the respondent flares up, the response is something like: "You're always criticizing me, just like my father did. " This is a Child-Parent response, and the vectors cross, as Figure 3a shows.
In this study, we attempt to adapt these relationships to brand-consumer transactions and provide some insights into the results of the transactions. Source: Berne, E. (1964) , ibid, p. 31.
Research Methodology and Findings
Three consecutive studies are conducted. The first one aims to determine the brands to use in the study. It's exploratory by nature and reveals the brands for different brand ego states. The second study reduces the adjectives used to measure ego states into a more reasonable number, to make them more effective for further studies. The third study is more comprehensive, but due to the limitations, it should be considered as a pilot study to introduce the concept into the marketing area. In this final study, four brands from two sectors are used to reveal the results of consumer-brand transactions, such as brand love, WOM, and brand image. The next parts detail these studies.
First Study: Exploring the Brands for Different Ego States
The purpose of the first study is to reveal the brands that are suitable for different ego states. In order to determine the brands to be included in the main study, an exploratory study is conducted with 18 students of Business Administration in Marmara University. They are given five different groups of adjectives-each one representing a unique ego state based on the studies of Arı 32 and Williams and Williams 33 -and they are asked to indicate the brands suitable for each group of adjectives. The free association technique was used in data gathering, and there was no minimum or maximum limit to the number of brands recalled, so they each stated separately all the brands matching with each group of adjectives. The list of brands cited for each group in this study is given in Table 1 (5) BMW (2) Milka (4) Teknosa (3) Nokia (2) Adidas (3) Good Year (2) Algida (3) Apple (2) Samsung (2) Ferrari (3) HSBC (2) Samsung (3) Garanti Bank (2) Starbucks (2) Victoria's Secret (3) P&G (2) Akbank (2) Henkel (2) Teknosa (2) Arçelik (2) TTNet (2) Danone (2) Türkiye İş Bank (2) Turkcell (2) Audi (2) Turkcell (2) Google (2) Toyota (2) BMW (2) Koton (2) Vestel (2) Lacoste (2) Lipton (2) Volvo (2) Magnum (2) Omo (2) Mini Cooper (2) Peugeot (2) Nike (2) Pınar (2) Redbull (2) Sony (2) Samsung (2) Toyota (2) Turkcell (2) Ülker (2) Note. The numbers in parentheses stand for the number of different people citing the brand for the given ego state's adjectives.
Second Study: Reducing the Adjective List to Measure Brands' Ego States
The purpose of the second study is to choose the adjectives to be used to determine the ego states of brands and consumers. To measure the ego states of brands, the adjective checklist provided by Arı 34 is used. This checklist includes 95 adjectives to determine a person's dominant ego state. The procedure of application is as follows: The participants are given the checklist, and they indicate the adjectives suitable for themselves. Each adjective has different weighted points between zero (indicating no contribution for a unique ego state) and four (indicating the maximum contribution for a unique ego state), contributing to five different ego states. The contribution of these point weights were calculated based on expert opinions. So, according to the respondents' checked adjectives, a total amount of points is calculated based on this scoring, and the individuals' ego states can be determined by this method developed by Arı 35 .
In this study, this technique has been changed in two ways. Firstly, it's aimed to develop a reduced adjective list to measure the ego states. The reason is to make the method more convenient and more practical for large samples. Secondly, the scoring system is replaced by a measurement with a 5-point Likert scale to make it more efficient for statistical techniques.
A two-step approach is applied to reduce the adjectives determining the dominant ego state. The first step is to select the adjectives in regard to the weighted points developed by Arı 36 . Based on his scoring system, the adjectives contributing with 4-point weights on any ego states are retained, and the others are excluded from the adjective list. With this procedure, 51 out of 95 adjectives are selected as representing their ego state best. These adjectives are used in a second step-a survey study-to be reduced furthermore.
The last step before collecting data is to determine the brands for which the ego states will be analyzed. The results of the first study (Table 1) are used in this step. The decision criteria are: (1) brands' suitability for at least one ego state, (2) selecting brands from the same sector with different ego states, and (3) covering all the ego states. So, six brands from three sectors (two for each sector) are selected to be analyzed in the survey: banking sector, confectionery sector, and technology sector. This way, all the ego states have their representative brands in this study.
Students of the Business Administration Department in Marmara University were asked to evaluate the brands' ego states with 51 adjectives on a 5-point Likert scale. Each of them responded for two brands in one of three sectors randomly assigned to them. So, in this exploratory study, a total of 122 cases were collected by 61 respondents. In addition, they selected these adjectives for themselves as well, considering their transactions with the brands in the sector. So, the exploratory factor analysis was conducted with 183 cases (122+61).
Based on the factor analysis (for which the KMO Measure is 0.83 and Bartlett's Test is significant at p=0.01) with Varimax rotation, 22 adjectives constituting five main factors with factor loadings greater than 0.6 and for which the total variance explained is 50%. These are included in the final scale of the next step to measure ego states of brands: (1) six adjectives for Adult, (2) five adjectives for Free Child, (3) four adjectives for Nurturing Parent, (4) four adjectives for Adapted Child, and (5) three adjectives for Critical Parent. In addition, the two brands in the chocolate industry are excluded from the next study since the ego states difference between them was unsatisfactory.
Third Study: Determining "Ego States" of Brands and Consumers in their Transactions
The aim for this final step is testing the "brand ego states" scale for different brands and consumers in their transactions. This final study is conducted in a different sample composed of students of Istanbul University, faculty of Business Administration to ensure cross-validation.
In the questionnaire, the adjective list of ego states was used three times (once for each of the two brands and once for the respondent's self-evaluation).
Ninety-five evaluations of the adjective list for each of the two brands, in addition to the selfevaluations in the technology sector, and 83 evaluations of the adjective list for each of the two brands, in addition to the self-evaluations in the banking sector, produce a total of 534 cases for brand-ego-states-scale factor analysis.
One hundred face-to-face interviews are conducted with the master students of Istanbul University, faculty of Business Administration. The participants' ages range from 22 to 41 with an average age of 27.4. They are asked to evaluate the appropriateness level of the adjectives for the two brands in the banking sector (Garanti Bank and Ziraat Bank). One week later, the same procedure is repeated with the same sample for the two brands in the technology sector (Apple and Blackberry). So, the sample difference is controlled in this study (this is important since one of the research objectives is to analyze whether the ego states change according to different sectors). These students are selected based on convenience sampling method because of their convenient accessibility for a second time.
At the end of these two sections, a total of 178 usable questionnaires were gathered (83 for the banking sector and 95 for the technology sector) by the respondents.
Determining ego states based on the adjective list
The Kaiser-Meyer-Olkin measure of sampling adequacy is 0.884, and Bartlett's test of sphericity is significant (for 99% confidence interval) for the brand ego states scale. In addition, total variance explained is 69.886 for a four-factor result. The factor loadings are shown in Table 2 (The extraction method is the principal component analysis, and the rotation method is Varimax with Kaiser Normalization. Rotation converged in 6 iterations). The test results of reliability (Cronbach's alpha) indicate high reliability for these factors, as indicated in the same table. Then, the correlation matrix is produced separately for the banking and technology sectors, as seen in Table 3 . Accordingly, the correlations are lower than 0.6 which indicates discriminant validity for ego states. After determining the ego states' adjectives, it's useful to reveal the ego states of brands in their transactions with consumers. The ego states significantly higher than 3 (the midpoint of the scales), at 99% confidence interval, are accepted as main ego states for the brands. The results are given in Table 4 , and the main ego states for the brands are illustrated in Figure 4 . In this step, as the sample is not independent, paired sample t-tests are used to compare the consumers' ego states between the two sectors. In order to equalize the sample sizes, 12 cases are excluded from the technology sector, and the self-ego-state evaluations of 83 participants are compared between sectors. The details are provided in Table 5 .
In their transactions with technological products, the individuals evaluate themselves as being more humorous, adventurous, excited, affectionate, and energetic. So, they have a larger Free Child ego state in their transactions with technological products as compared to the banking sector. 
Conclusion
In marketing literature, brands try to identify themselves with certain psychological dimensions, and there is a wide use of brand personality. This kind of categorization is useful for marketers to target consumers who have personalities congruent with the personalities created for brands. As brands implement integrated marketing communications in order to have a unique position in the minds of consumers, they gain an ego state such as those possessed by human beings. So, a transactional analysis that investigates communication and personality traits is useful to identify brands. For this reason, marketers should use transactional analysis for an effective marketing communication. Thus, this study adopts a phenomenological approach to marketing communications.
This study proposes an insight for further research and provides an ego state research tool to brand researchers. This tool-as a first contribution of this study-was developed by an exploratory research, and it is used to identify brands' and consumers' ego states. So, this approach is a preliminary step to fill the gap in psychology and communication analysis of brands.
As a second contribution, this study indicates that brands are perceived as having different ego states. So, they produce different transactional stimuli. As an example in the banking sector, while Garanti Bank is perceived with its Free Child and Adult ego states, Ziraat Bank is only perceived with its Adult ego state. Indeed, Garanti Bank uses cartoon characters in its ads which produce Free Child stimuli. In addition, these two brands explain the reasoning of credit uses with figures which makes them characterized with Adult state. This is an important point to be studied, both by academics and managers, to reveal the consequences of brands' marketing communication activities.
As a third contribution, the research indicates that consumers in different sectors behave according to different ego states, so they use different transactional responses for different sectors. This is important to determine the brand ego states of consumers in different sectors. The results indicate that same consumers behave more with their Free Child ego state in their transactions with technological products as compared to the banking sector. According to this analysis, the managers should decide which ego state should be created for consumer-brand transactions. As a practical implication, the marketing communication messages should be decided carefully according to the brands' ego states. By this way, brand managers can better understand the reasons of crossed transactions, then, a complementary transaction can be created and an effective communication can be established among brands and consumers.
Further investigations are necessary to expand the information provided in this study. Different cultures, different sectors, different media, different communication, and different consequences of transactions may be included in order to have a broader knowledge about this topic.
